Based on a unique and very detailed panel dataset covering consumption of organically and conventionally produced vegetables in the years 2005 -2007, we examine the effects of information about positive health effects of consuming organic vegetables and information about negative health effects of consuming conventional vegetables on demand for organic foods for six different segments of Danish households. Three of these segments are positive towards organics whereas the remaining three segments are negative or indifferent. Using the double hurdle model we estimate partial effects of both directly and indirectly obtained information as well as prices. The results show, that there are larger effects of information for households where the information is in accordance with initial knowledge and attitudes, hence the positive segments react more to information whereas the negative segments react more to prices. "New" consumers can be persuaded to buy organic vegetables by providing information about the negative health effects of consuming conventional vegetables since it increases the probability of an organic purchase. Once consumers have entered the organic marked for vegetables, information that link health and the consumption of organic vegetables will increase consumption. The results are important for firms and producers who want to successfully target information to different consumer groups with the aim of increasing the market share for organic food.
Introduction
Some decades ago, organic foods were aimed at a small dedicated group of consumers with idealistic ideas who bought organic foods in speciality stores. Therefore the consumption of organic foods was low in Denmark with a general market share of organic foods less than 1 -2 per cent (Hamm & Michelsen, 1996) . The entry of the state endorsed and state controlled national organic label in 1989, and government subsidies for organic production together with advisory services to organic farmers during the conversion period, initiated a supply driven demand for organic foods (Hamm & Michelsen, 1996; Økologisk Landsforening, 2012) . Finally, when supermarkets in 1993 initiated intensive marketing of organic products and lowered prices of organic products by 15 to 20 per cent, demand increased considerably and today organic foods constitute around 7.5 per cent of the total budget for food (Hamm & Michelsen, 1996; Økologisk Landsforening, 2012) . The expansion of supply to include supermarkets and discount stores has introduced new consumers to the organic market (Richter, 2008; Padel et al., 2009; Lund et al., 2012; Gottschalk & Leistner, 2012) . This entails, that the traditional image of the organic consumer as belonging to a very dedicated segment needs to be revised and expanded to include further less dedicated organic consumer profiles (Midmore et al., 2005; Hughner et al., 2007; Gottschalk & Leistner, 2012) . It is important to identify differences in terms of attitudes to organics and food consumption in general between this new type of organic consumer and the traditional dedicated consumer. Studying differences in demand between lifestyle-and attitude-based consumer segments can give insight in the attitudes and motivations behind specific behaviour of various consumer groups (Nie & Zepeda, 2011) . This might be helpful in on order to successfully target marketing campaigns.
Despite that the Danish organic label is recognized and trusted by almost all Danish consumers and that it relies on well-defined properties of the organic standard (IFOAM, 2005 ) the organic attribute is a credence attribute. This implies that information about the attribute is asymmetric and that consumers have no possibilities to control, taste or see whether the organic product they buy contains the expected characteristics (Nelson, 1970; Darby & Karni, 1973) . The subjective nature of credence goods implies that the perceived quality of the product in question might change due to incoming new information (Verbeke, 2005) . Our aim in this study is to estimate the effect of exogenous factors like information and prices on the demand for organic vegetables. As our analysis is based on a comprehensive panel dataset, including actual purchases, stated attitudes and actual information indexes, we are able to divide the panel into six different consumer segments and to estimate the effect of both prices and information for each of these. We use the number of newspaper articles to account for the level of exogenous information and divide it into two types of information; "negative" information about incidents of pesticides in conventional vegetables and "positive" information that link health and consumption of organic vegetables. Consumers receive information, process it and then potentially change behaviour if it is preferable for them to do so. Processing information is not costless, and it might be rational for consumers to ignore information, due to that the expected benefits from processing the information are smaller than the expected costs (Swinnen et al., 2005; McClusky & Swinnen, 2004) . The more the information that the consumer receive differ from his initial believes, the larger is the processing costs and the more information that the consumer already have, the smaller is the benefit from new incoming information (McClusky & Swinnen, 2004) . We therefore expect different reaction patterns from the six different consumer segments since they differ substantially in their initial knowledge about organic products and production methods and in their initial perceptions of what constitutes the organic attribute in particular and in their health orientation in general.
Knowing how to reach different consumer segments by information is important in marketing campaigns aiming at increasing organic food consumption (Nie & Zepeda, 2011) . Furthermore, as our data comprise detailed information about the consumers' media habits our study contributes to the literature by weighting the index according to whether the article is published in a newspaper that this particular household read regularly and to compare this type of "direct" information with the effect of "indirect" information based on information indices that are not weighted according to readership and as such represent disseminated information. Furthermore we use the double hurdle model in the analysis, which introduces the possibility that the decision to buy organic food is a two-step decision. The first decision is whether to be an organic purchaser or not (participation decision) and the second step is, conditional on being an organic purchaser, the amount to purchase (consumption decision).
Conceptual Model
As in Smed (2012) and following Heiman and Lowengart (2008) we take outset in the household production model by Becker (1965) and assume that households get utility from meals which they prepare from market goods (e.g. vegetables, oil, etc) . In this paper we focus on the differences in the utility of using conventional versus organic vegetables when preparing meals, and assume that the input of other goods are unaffected by this choice. Since consumers' choice of food commodities is mainly based on differences in health and sensory characteristics (see, e.g. Holm & Kildevang, 1996; Pearson et al., 2011) , we let individual utility be given as (subscript t for time is suppressed for ease of notation):  . This is based on Swinnen et al., (2005) and McCluskey & Swinnen (2007) , who state that consumers prefer to inform themselves only up to a point where the marginal increase in utility from additional information is equal to the marginal cost, including opportunity costs, of using resources to read and process the particular news story. Consumers may have different attitudes towards health and sensory characteristics, and may therefore draw different conclusions even if they have the same level of initial knowledge. For a consumer with a specific attitude or ideology, processing a media story with a divergent ideology or attitude, may provide additional costs to the consumer in terms of disutility. This means that costs and benefits of processing news stories vary between consumers, depending on their initial level of knowledge, their attitudes and other characteristics.
not only on the level of y i,org and y i,conv but also on the values of I org (θ i ) and I conv (θ i ). The consumers form expectations about the actual content of this attribute in the products dependent on obtained information. Whenever consumers read an article about e.g. the incidence of pesticides in the conventional variety, then, dependent on initial knowledge and attitudes, the consumer may choose to process the information and perhaps change perception about how healthy the conventional variety is relative to the organic, hence
. For unchanged relative market prices of the organic and conventional varieties, a decreasing marginal utility of the conventional variety will lead to an increased organic consumption in order to fulfil the optimization criterion (3). The opposite happens when the consumer read positive information about the healthiness of the organic varieties; hence both negative information about conventional varieties and positive information about organic varieties are therefore expected to increase the probability of choosing the organic variety as well as increasing the level of consumption.
Segmentation and Expected Reactions to Information
In the current paper we operate with the six different types (segments) of organic consumers constructed in Lund et al. (2012) . Initially the segments are defined based on focus group interviews, in depth interviews and observations of consumers' shopping behaviour. The same segments are re-found using latent class analysis (LCA), on answers to a questionnaire issued to approximately 2000 consumers in 2007. We also have monthly observations of purchased staples during several years for the respondents to the questionnaires (Note 1). In Lund et al. (2012) the segments are identified according to their general food involvement, (Note 2) price sensitivity, (Note 3) trust in organic production, (Note 4) perception of the intrinsic qualities of organic foods and altruistic concerns in food provisioning (Note 5). The segmentation divide the Danish population in two equally sized parts; one half with positive attitude towards organics and another half which are either indifferent or sceptical. The positive segments represent 87 per cent of private organic purchases. The segments also differ in their general level of concern about pesticide residues and additives, in their capability of eating healthy as well as in their knowledge of and perceptions about organic food and in the importance the put on prices (see table 1 and 2).
Generally it is assumed that the higher the level of concern about pesticides and additives the stronger is the reaction to both negative and positive information due to an increased benefit from the information. Furthermore the stronger the capability of eating healthy the easier it will be to react to both types of information since it lowers the cost of reacting to the information. As mentioned in the introduction, initial perceptions are likewise assumed to have an influence on the expected reaction to information. Hence consumers that perceive organic products are healthier than conventional products are assumed to react more to information that link health and consumption of organics and consumers that perceive there are fewer pesticides and medicine residues in organic www.ccsenet.org/ibr International Business Research Vol. 5, No. 12; products is assumed to react more to pesticide information. The strength of the reaction is assumed to diminish with the level of the perceived knowledge due to diminishing marginal return to information (Swinnen et al., 2005; McClusky & Swinnen, 2004) . Likewise, stated knowledge of organic production methods and products (measured by the question "I don't know a lot about organic products/production") are assumed to decrease the reaction to information due to this diminishing marginal effect of information. Combining the generic profiles of the segments, as described in Lund et al. (2012) with the answers to the questions presented in table 1 and table 2 will give a hint about the expected reactions to information for the different segments. The negative segments; the product focussed, the indifferent and the sceptics have a rather low generic health orientation whereas the positive segments; the convinced, the positive and food involved and the positive and convenient have a high generic health orientation (Lund et al., 2012) . Despite the low health orientation of the negative segments the majority of the households in each segment, according to table 1, worry about additives, think about whether the food they eat is healthy and want to learn how to eat healthily. An exception here is the indifferent. The convinced and to some extent the positive and food involved however single themselves out by having increased health awareness and to some extent a larger concern about pesticide residues in food. On basis of that we might expect a rather large reaction to information from all segments apart from the indifferent.
What splits up the respondents in terms of expected reaction to information is their perceptions of the organic products. According to Lund et al. (2012) the positive segments are all characterised by having high trust in the intrinsic qualities of organic foods and high trust in organic production even though only some of the benefits attributed to organic consumption are commonly recognized by the positive and food involved. The positive and convenient have a rather low food involvement. The product focussed have most of their attention directed towards the specific attributes of food products that can be assessed while shopping, so they are not concerned www.ccsenet.org/ibr International Business Research Vol. 5, No. 12; with the production processes behind their products. Nevertheless they are concerned with the adverse effects of conventional agricultural production. The sceptics are characterised by having low trust in the intrinsic qualities of organic foods and in organic production whereas the two other "negative" segments are characterised by being indifferent to these issues. All three segments have no active search processes to look for organic products and for the two latter segments organic purchases are mainly coincidental, whereas the product focussed occasionally purchase organics for taste reasons.
From table 2 we see that the three positive segments perceive organic foods to contain fewer pesticides and medicine residues and to be healthier for them and their families. Hence largest reaction is expected to be from the positive segments since the information that they receive is in accordance with their initial believes which lower information processing cost. However, due to decreasing marginal benefit of information acquisition the perception that organic foods contains fewer pesticides and additives will only increase the reaction up to a certain point as knowledge of organic production and production methods might lower the expected reaction.In terms of expected reaction to prices the convinced generally devote considerable resources in terms of both time and money to find the organic variety instead of a similar conventional product, whereas the two other positive segments use fewer resources to obtain organic products. The positive and food involved are willing to pay extra for the organic attribute as long as they expect it to provide extra quality. The positive and convenient try to avoid pricy products; hence they are expected to have higher price elasticity than any of the two other positive segments. We expect the convinced to have a rather low price elasticity, especially since, according to table 2 two thirds of them are not limited in their organic purchases because of the price. Based on the above discussion the expected reactions to prices and to the two types of information for each segment is summarized in table 3. 
Data
The data we use in our estimations are provided by GfK ConsumerTracking Scandinavia (Note 6). About 20 per cent of the households leave the panel each year and are replaced by a similar type of household (Note 7). For each shopping trip the diary keeper reports purchases of foods and other staples, including the date and time of the day and total expenditure on the trip. For almost all goods in all periods the value and quantity of the product is registered as well as if the food is organically or conventionally produced. Vegetables are furthermore registered by type of vegetables. We use data on vegetable consumption for the period 2005 to 2007 and aggregate to monthly observations. Aggregate Törnquist price indices (Törnquist, 1936) are constructed for conventional and organic vegetables respectively. Additional to the purchase data, the households complete an annual questionnaire on their background, including social and demographic characteristics (family size, age, level of education, region, income etc.) media habits (e.g. preferred newspapers and magazines and frequency of reading) and several attitude questions. The mean and standard deviations of the variables that are used in the estimations are shown in table 4 below. Following e.g. Piggott and Marsh (2004) , Kalaitzandonakes et al. (2004) , Adhikari et al. (2006) , Lusk (2004) , Schmidt and Kaiser (2003) and Tonso and Olynk (2010) we base our information index on articles (unweighted or weighted by readership) in the popular press. Information about pesticides in conventional vegetables and information that link consumption of organic vegetables with health are found by an extensive search in the database Infomedia, which covers articles in all Danish newspapers. The index on pesticides in conventional vegetables is based on search words: "Pesticide/crop spray/poison" in combination with "vegetables". The health index is constructed using search words: "Organic vegetables" in combination with "healthy". The constructed indices account in principle for positive and negative information similar to the analyses by e.g. Verbeke & Ward (2001) Vol. 5, No. 12; articles in all newspapers that account for indirect information (Note 8) and an index with direct information where the index is weighted according to whether the article appear in a newspaper that is read by this particular household. The weighting is done by first making specific indices for each newspaper, and then secondly to match these with the households that read the particular newspaper in question (Note 9). This leads to individual information indices for each household. As both the direct and indirect information indices are based on absolute numbers, we subtract the number of articles in the direct information index from the indirect information index to avoid double counting. Furthermore we account for the lagged effect of information by introducing one lag in our model to account for both lasting and diminishing effect. (Note 10) 1 For the convinced, this implies that 59 % of all obs. consist of a non-purchase of organic vegetables. 2 Vocational (e.g. carpenter, nursing aide), short education (e.g. policeman, technical educ.), medium education (e.g. nurse, primary school teacher), long education (e.g. university degree).
3 Originally income is recorded in brackets of DKK 50,000 (~€6,700). These are divided by the number of persons in the household, weighted by the OECD-modified scale i.e. 1 for the first adult, 0.5 for the next adults and 0.3 for children (OECD) . Thereafter the panel is divided into income quintiles. 0 -25 % comprise the 25 % of the households with the lowest income etc. Due to the discrete nature of the original income brackets it is not possible to obtain the exact quartiles. Source: Own calculations based on the respondents answers to the annual questionnaire and on reported purchases in the data from GfK-Consumerscan Scandinavia.
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Empirical Model
Usually zero observations are assumed to represent standard corner solutions in the participating consumers' purchase quantity problem which is captured empirically by the classical Tobit model (Tobin, 1958) . The classical assumption in this model is, that zero consumption is only observed when, and only when, the optimal purchase quantity, given current prices and information loadings, is less than or equal to zero. This implies that any variable that increases the probability of non-zero consumption must also increase the mean of positive consumption. In the case of organic consumption this might not be the case as some zero observations might be attributed to some consumers who do not consider organic foods to contain superior health or quality attributes compared to conventionally produced alternatives (Jolly et al., 1989; O'Donovan & McCarthy, 2002) . These consumers' non purchases are attributed, not to economic factors, but to the consumers' perception of the quality of the conventional product (Deaton & Irish, 1984; Jones, 1992) . Other consumers believe that organic products have superior health attributes compared to conventionally grown alternatives (Vindigni et al., 2002; Pearson et al., 2011 ), but do not purchase them because they think that the price is too high, as price is often an inhibiting factor in organic consumption (Gottschalk & Leistner, 2011; Pearson et al., 2011 Following Pudney's (1989 double hurdle model, this two-step decision can be written as (where part = participation, non-part = non participation):
Where the two utility expressions are written as: 
This means that the expected value of i D in equation (4b) represents the probability that a person will choose to participate in the organic market. i D is not determined within the utility maximization mechanism in (2) which implies that the choice between being a market participant or not can be considered to be unconnected with prices and income levels (Pudney, 1989) . Hence, it is assumed that, in order to observe positive consumption, two separate hurdles must be passed. The consumer has to decide whether to be a market participant (participation decision) and, conditional on being a market participant, how much to consume (consumption decision). This means that the participation and consumption decisions are allowed to be determined by different sets of parameters (Atkinson et al., 2008) .
We wish to investigate how prices and information influence the choice between organic and conventional vegetables. In order to simplify the model we use the quantity share of organic vegetables as our dependent variable, as we would otherwise need to estimate a system of two equation, one for organic and one for conventional. The two decision processes related to organic consumption can be formalized as:
The participation decision:
The consumption decision: (Jones, 1989; Cragg, 1971; Burke, 2009) : 
The consumption decision:
  
where 1i c account for unobserved heterogeneity in the participation decision and 2i c account for unobserved heterogeneity in the consumption decision
Estimation and Results
A double hurdle models for vegetable consumption is estimated using the Craggit procedure in STATA 10 (Burke, 2009) . We account for the panel structure in the data by using the correlated random effects (CRE) following Mundlak (1978) and Chamberlain (1984) . Hence, we specify a model for the distribution of unobserved heterogeneity 1i Vol. 5, No. 12; 2012 i x and i w , since we have an unbalanced panel (Wooldridge, 2010) . Since the CRE estimator is a simple transformation of the time constant unobservable heterogeneity into a function of observable time-constants, which is then substituted into the primary equations in the model, this has no effect on the likelihood shown in (6).
A Likelihood ratio test is performed to test the Tobit model against the Double Hurdle model (Lin & Schmidt, 1984) which reveals a probability value of 0.0000, hence the hypotheses that the decision to buy organics consist of just one decision is rejected. An LR-test of the exclusion of prices in the first step reveals a probability value of 0.1510 implying that we cannot reject the hypotheses that prices can be excluded in the first step of the model. Another LR-test reveals that total expenditure has to be included in the first step. It seems reasonable to include total expenditure in the first step since the larger the expenditure on fruits and vegetables the larger is the probability that an organic purchase is made.
We therefore re-estimate the model excluding price in the first step. The variables in the first hurdle (x i ) and the second hurdle (w i ) therefore now differ. The parameters from the estimation are shown in appendix A. The calculated probabilities of observing a purchase, as well as conditional and unconditional expected quantity shares are shown in table 5 below. These are mainly used as a check of the model fit. The estimated probability of making an organic purchase in a month   0  y P compare well with the calculated purchase frequencies from table 4 showing that the model does predict purchase frequencies rather precisely. Despite a smaller overvaluation of the quantity share for the convinced, the estimated unconditional quantity shares   y E are likewise equivalent to the observed organic quantity share from table 4. To evaluate the effect of prices and information we calculate the partial effects. These can be calculated on three levels; the partial effects on the probability of making an organic purchase, the partial effects on conditional volume shares i.e. the effect on consumers who are already purchasing organics and finally the partial effects on unconditional volume shares i.e. the effect on observed organic volume shares. Table 6 below shows the partial effects on the probability of making an organic purchase; hence it describes how we can get consumers to make an organic purchase. For comparative reasons we have calculated the Partial Effect on the Average (PEA). Average Partial Effects (APE) are shown in appendix C and the equations used to calculate the partial effects are shown in appendix B. The standard errors are calculated using the delta method and the calculated probability values are shown in parentheses. Bold indicate significance at the 5 per cent level.
Concerning the partial effect of information the largest effects are from direct current negative information about pesticides in conventional vegetables (table 6), whereas no lagged effects are found. As we expected, relatively strong reactions are found among the three positive segments with lowest reaction found among the positive and convenient. This makes sense as this is the segment with the lowest food involvement amongst the positive segments and they are also generally less concerned about pesticides and artificial additives in their food, and slightly less convinced that organic products in general contain fewer pesticides and medicine residues (see table  2 ). Among the "negative" segments, the product focussed stand out as 59 per cent of them perceive that there are fewer pesticides and medicine residues in organic products versus only 40 and 41 per cent of the indifferent and the sceptics. The fact that the product focussed has a rather strong reaction towards information about pesticides in conventional vegetables therefore confirms the theory that households react stronger to information which confirms their initial beliefs.
Even the indifferent and at the 10 per cent level also the sceptics increase the probability of an organic purchase when they learn directly that there are pesticides in conventional vegetables, but they do not respond to indirect information about pesticides. We therefore find that all households care enough about their own health to react to direct negative information, and that the segments who initially believed in a difference in pesticide levels in organic and conventional foods also react to indirect negative information, but that the effect of indirect www.ccsenet.org/ibr
International Business Research Vol. 5, No. 12; information is far smaller than the effect of direct information. As presented in table 2, the initial perception of positive health effects of organic products also varies a great deal among the segments, and especially between the three positive and the three negative segments. The positive segments are more likely to agree with the statement that organic products contain less pesticide and medicine residues than conventional products. This indicates that the 'fluffy' concept of 'organic is healthier' is not as easily conveyed as the physical measurements of pesticides and medicine residues. In Denmark organic products are generally talked about as being healthier, but the scientific evidence is lacking, while it is scientifically proven that organic vegetables contain fewer pesticides residues than conventional products whereas the negative health effects of the pesticides is still debated.
As expected only the most positive segments have a positive reaction towards information that connect health and organic consumption, which is due to the larger health orientation amongst those segments. Their initial positive attitude towards organic produce might also lower the information processing costs amongst these households. Furthermore, across all segments a significant negative reaction to indirect health information is observed. Health effects from consumption of organic vegetables are a matter of personal conviction rather than a scientific fact, and the effect of the opinion of others therefore depends strongly on whether one in generally agrees with these others, or not. If the papers you often read claim that organic is healthier you will think that it probably is, but on the other hand if the papers you do certainly NOT read claim that it is healthier it might actually reduce your own trust in positive health effects. The positive effect of expenditure on vegetables on the probability of making an organic purchase for the sceptics might be explained by that their organic purchases mainly are coincidental and more purchases in total increase the simple probability that one of the purchases in a given month are organic. Table 6 . Partial effects of information on the probability of observing a purchase The partial effects on conditional volume shares (the organic volume shares for those consumers that have decided to make an organic purchase in a given month) are given in table 7. One striking result from this table is the large positive reaction from the three negative segments to indirect information that link health and consumption of organic vegetables. Due to their lower health orientation and lack of confidence in the health attributes from organic they were expected to have a rather small reaction. The explanation for this might be that we consider households that have decided to make an organic purchase for some reason (they have decided to be market participants) (Note 13) and they will react differently than the corresponding group of non-participants. This might support the hypothesis by Gottschalk and Leistner (2012) that repeated purchases might follow a www.ccsenet.org/ibr
International Business Research Vol. 5, No. 12; positive experience from a first time purchase. Comparing the reaction within the positive segments the size of the reaction is larger for the positive and food involved and the positive and convenient than for the convinced. This might be due to diminishing marginal effect of information. The effect is larger for the positive and food involved than the positive and convenient as anticipated due to a larger degree of health orientation.
Only the two most positive segments will increase their share of organic vegetables if they increase their total expenditure on fruits and vegetables. Reactions to price follow the expected pattern with largest price sensitivity from the product focussed and the sceptics. The indifferent seem not to react on prices, which are explainable due to their general ignorant attitude towards food. The positive and food involved and the positive and convenient exhibit, as expected, larger sensitivity towards prices than the convinced. In table 8 below we consider the partial effects on the unconditional market share, hence these effects of exogenous information and changing prices are the effects we will see on observed organic market shares.
Generally we see the same pattern in prices as we observed on conditional volume shares with the largest reaction to the relative price between organic and conventional vegetables from the negative segments and the smallest reaction from the convinced and the indifferent. All of the positive segments increase their volume share of organic vegetables if they increase their expenditure on fruits and vegetables, and so do the sceptics, again probably because the organic budget share of the sceptics is mainly a result of random purchases. The effect of information is mainly limited to the positive segments which support the hypothesis that information which is in accordance with initial attitudes and believes lower processing cost and increase the reaction. The one exception is the product focussed segment which has a positive and rather strong reaction to information about pesticides in conventional vegetables which again might be attributed to their concern about the adverse effects of conventional agricultural production. Only the two most positive segments and the product focussed react to information that link health and the consumption of organic vegetables. 
Discussion and Conclusion
As anticipated we found positive effects of information on the probability of purchasing organic and on organic volume shares. Furthermore the hypothesis of a larger effect of information for households where the information is in accordance with initial knowledge and attitudes are supported. We find a larger reaction from the positive organic segments who have initial positive attitudes towards organics, who have larger health orientation and who worry more about pesticides and additives in their food. These segments furthermore perceive organic varieties to contain smaller amounts of pesticides and additives. Generally negative information, i.e. information about incidents of pesticides in conventional vegetables is found to have a larger effect on unconditional organic volumes shares than positive information i.e. information that link health and the consumption of organic vegetables. This is a general result from the literature (Verbeke, 2005).
Basically we find that the market share for organic vegetables is influenced by both information about pesticides in conventional vegetables and information that link health and the consumption of organic vegetables but mainly for consumers that have initial attitudes in correspondence with the message i.e. only the positive segments. The effect of information about pesticides in conventional vegetables on the product focussed is here an exception, but as consumers in this segment generally are concerned with the adverse effects of conventional production this also supports the hypothesis. This also suggests that marketing which focuses on the absence of pesticides in organic vegetables should have a large effect on this segment.
However from a marketing perspective the most interesting results from this study is the diverging effect of information on each step of the purchasing procedure. Negative information i.e. information that focus on the incidence of pesticides in conventional vegetables, is found to increase the probability of an organic purchase within all segments. Hence "new" organic consumers can be formed by providing information about the adverse effect of conventional agricultural production or by focussing on the absence of adverse effects in organic production. If the experience of a first time purchase is positive these new consumers may be converted into regular organic purchasers. The large and positive effect of information that link health and the consumption of organic vegetables on conditional market shares then indicate that both these "new" organic consumers as well as the "old" organic consumers will increase their volume share of organic vegetables if they are exposed to information that focus on the positive health effects of consuming organic.
Basically the findings from this study underline the importance of targeting information to be in accordance with the initial attitudes of the target group and to provide different types of information to consumers at different stages of the purchasing process. Also, as we find large price elasticities for organic vegetables for the less www.ccsenet.org/ibr International Business Research Vol. 5, No. 12; dedicated organic consumers, prices might be a barrier toward increasing the purchases of organic vegetables even though these consumers have been converted into organic purchases. Hence special offers or other ways of lowering the prices are likely to get those consumers to increase their consumption of organic vegetables to a larger extent than it is the case for the dedicated consumers. & Schmidt, P. (1984) . A test of the Tobit specification against an alternative suggested by Cragg. Review of economics and Statistics, 66, 174-177. http://dx.doi.org/10.2307/1924712 Note 11. Several studies have relaxed the independent error term assumption using the rationale that an individual's decision about whether to purchase and his decision about how much to purchase may be linked, thus generating dependent errors (Garcia & Labeaga, 1996) . Studies that have compared the results from a model where independence in the errors is assumed, with the results from the same model where the assumption is relaxed, have found virtually identical coefficients and standard errors (Jones, 1992; Garcia & Labeaga, 1996) .
Note 12. The CRE adjustment and the inclusion of a large number of socio-demographic variables are assumed to a satisfactory degree to control for the unobserved heterogeneity in the dataset especially because the literature shows that there is a large degree of correlation between the included socio-demographic variables and the size of the budget share for organic foods (Hughner et al., 2007) .
Note 13. This group is however rather small for the indifferent and the sceptics. 
Appendix A. Parameter Estimates
And for a discrete variable
Where , , and are defined above. 
Appendix C. Calculated Average Partial Effects

